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Abstract:  An analysis of the macroeconomic indicators for Malaysia show that tourism 
represents a gold mine: in just a few years, the number of tourists has tripled and revenue 
from this area have increased in only 16 years, over eight times, and the country has reached 
the top 10 most visited countries in the world. This paper describes the brand campaign 
“Malaysia Truly Asia” and presents the vectors that generated a “blast” of positive effects: 
increased awareness and visibility of Malaysia internationally, created a clear and easily 
identifiable image of the country, the positioning of Malaysia as a leading destination in the 
region, diversifying tourism markets, encouraging and promoting domestic tourism. It is 
analyzed the impact of this campaign particularly in terms of number of visitors, tourism 
revenue, visibility and prestige through the awards received. 
 
The paper addresses a multitude of best practices from the perspective of strategic 
opportunities transformed into strong points in a good ratio result / effort. 
 
Keywords:  country brand, tourism, marketing strategy, promoting campaign, strategic 
analysis, competitive advantage. 
Theme: public marketing 





1.  ANHOLT, S. (2005). National Brand Index. How the world sees the world.  Available at: 
http://www.si.se/upload/Sverige%20i%20v%C3%A4rlden/ rapporter/NBI_Q1_2005.pdf. 
2.  ANHOLT, S. (2008). ”Nation Branding in Asia”, Place Branding and Public Diplomacy, 
Volume 4, Issue 4, pp. 265 – 269.  
3.  GfK Roper Public Affairs & Media (2009). The Anholt-GfK Roper Nation Brands Index SM 2009 
Report. 
4.  KOTLER, P., HAIDER, D. H., REIN, I. (1993).  Marketing Places: Attracting Investment, 
Industry and Tourism to Cities, Stateas and Nations, Simon&Schuster Trade. 
5.  LECLERC, F., SCHMITT, B. H., DUBE L. (1994). ”Foreign Branding and Its Effects on 
Product Perceptions and Attitudes”, Journal of Marketing Research, Vol. 31, No. 2, pp. 263-270. 
6.  Malaysia Tourism Promotion Board (2007). Tourism Malaysia: Creating 'Brand Malaysia' case 
study. 
7.  MARZUKI, A. (2010). ”Tourism Development in Malaysia. A Review on Federal Government 
Policies”, Theoretical and Empirical Researches in Urban Management, No. 8(17), pp. 85-97. 8.  NISTORESCU, T, BARBU, C. M. (2008). ”Retail store design and environment as branding 
support in the services marketing”, Management & Marketing, Vol. VI, no. 1, pg. 11-17. 
9.  PLUMB, I., ZAMFIR, A. (2011). “New Hypothesis on Service Management within the Global 
World”, Theoretical and Applied Economics, Vol. XVIII, Issue 1(554), pp. 121-128. 
10.  POPESCU, R.I. (2011). ”The Importance of Branding in Increasing Romania’s Competitiveness 
as a Tourist Destination”, Journal of Applied Quantitative Methods, Vol. 6, Issue 2, pp. 
11.  SUFIAN A. & MOHAMAD N. A. (2009). ”Squatters and Affordable Houses in Urban Areas: 
Law and Policy in Malaysia”, Theoretical and Empirical Researches in Urban Management, No. 
4(13), pp. 108-124. 
12.  SYA, L. S., (2004). Malaysia inviting. Available at:  
http://www.brandchannel.com/ features_profile.asp?pr_id=200. 
13.  Tourism Malaysia (2001). Annual Report 2000. 
14.  Tourism Malaysia (2006). Annual Report 2005. 
15.  Tourism Malaysia (2009). Annual Report 2008. 
16.  Tourism Malaysia (2010). Annual Report 2009. 
17.  Tourism Malaysia (2010). Tourist Arrivals, PowerPoint Presentation. Available at: 
http://www.tourism.gov.my/corporate/trade.asp?page= 
marketing_training&subpage=powerpoint) 
18.  VICENTE, J. (2004). State Branding in the 21
st century (Master of Arts in Law and Diplomacy 
Thesis), The Fletcher School. 
19.  http://www.futurebrand.com/ 
20.  http://www.iqads.ro/stire_9254/campania_tbwa__malaysia__truly_asia__a_primit_aurul_la_pre
miile_ame.html 
21.  http://www.mm2h.gov.my 
22.  http://stiri.rol.ro/Tigrii-asiatici-un-model-economic-depasit--110850.html 
23.  http://www.tourism.gov.my/ 
24.  http://travelmalaysiaguide.com/zoom-malaysi/ 
25.  www.visitmalaysia.com 
26.  http://ro.wikipedia.org/wiki/Malaezia 
27.  http://ro.wikipedia.org/wiki/Turism) 
 